Promotion and application of WeChat meeting requirements of the innovation diffusion theory
In 2011, successful promotion of WeChat almost covers all main elements of innovation diffusion, for example, point-to-point precision push, flexible and diverse forms of communication, opportunities of strong relationship, high-frequency information output, multi-mode text mode, economic and convenient interactive mode and so on. As a new type of IM tool, WeChat communicates between social members or organizations through one or several channels. This process is gradually adopted by other potential users, that is, the process of gradually diffusing WeChat to every corner of the social system since its birth and eventually adopted by the users. According to the speed of accepting new matters, Rogers divides the adopters into five categories: innovators, early adopters, mid-term adopters, late adopters and laggards. In the spreading and diffusion of the new concept, the innovators and early adopters undoubtedly popularize and erect a good example for the innovative matters, and play a leading and exemplary role, because they are not only able to accept the initial limitations of new products, and often make other members in the group believe and adopt new matters through their influence.
In summary, in the diffusion of WeChat, there are many young innovators and early adopters in the generation after 80s and 90s, so the promotion and application of WeChat in the youth group is also more in line with the mode of the innovation diffusion theory.
Research methods
The research adopts the questionnaires, statistics, quantitative and qualitative methods and other methods. The questionnaire survey is in line with the requirements of data available for analysis, and has a certain research value.
RESEARCH FINDING
Among the respondents, 52.5% of youth groups open the mobile phone to immediately login WeChat; 32.5% of youth groups update circle of friends anytime, anywhere; 60% of youth groups know about the situation of friends through WeChat. Thus, the phenomenon of using WeChat in the youth groups is very common.
Cognitive stage
According to the statistics of questionnaire (see Figure  1 ), 80% of youth groups contact WeChat through the network at early stage; 11% through the traditional media, and 9% through the communication between colleagues or friends. Thus, the mass media is the main channel of learning knowledge. It also proves the theory of "mass communication channel playing a greater role than interpersonal communication channel" mentioned in the innovation diffusion theory.
To sum up, at this stage, WeChat has two characteristics of the innovation diffusion theory: the first is the relative advantage. The users can learn about WeChat through multi-channels and accurately push information to different receiving users. WeChat has multimedia features, which can publish texts, images, voice, video and many other kinds of information, and focus on interaction and feedback. In the process of adopting innovation by people, the factor affecting people to adopt innovation is the cognitive degree of its advantage, rather than its huge advantages. The second is the complexity of the feature. The research shows that, several innovations can be easily understood by most members of the social system, but some innovations are more responsible, and adopted slowly. The smaller the complexity of innovation is, the easier to be understood by people, and the greater the speed of adoption is. WeChat has such a feature, which can make exchange more convenient after clicking gently.
Persuasion stage
Through the statistical analysis of the questionnaire (see Figure 2 ), at the persuasion stage, the reasons for the respondents to decide to use WeChat are as follows: good reputation, extensive source of information, easy operation and telephone charge saving. The above four reasons respectively account for 50%, 20%, 13% and 7%.
In conclusion, this data confirms the viewpoint of Rogers. The early adopters are willing to take the lead in accepting and using innovative matters and willing to take adventure. These people not only have a strong endurance for various deficiencies in the initial period of innovation, but also "persuade" the opinion leaders in their group, so as to accept and adopt innovative products. It also confirms that the interpersonal channel plays a more important role in persuading people to accept the usage stage.
Decision stage
Among the youth groups surveyed (see Figure 3 ), 57% of youth groups often use WeChat; 22% of the total number occasionally use WeChat; 7% use WeChat every day; only 3% do not use it. Thus, WeChat has an absolute advantage among the groups surveyed, and the youth group has obvious manifestations in the curiosity of new matters and enthusiasm of acceptance. Figure 4 shows that, 66% of the groups feel occasionally that WeChat is beneficial, and the proportion has obvious advantages; 19% of the groups believe that WeChat is very useful; 11% of the groups express that WeChat often bring their own useful information; 4% of the groups do not believe that WeChat can bring any useful information. Figure 5 shows, 61.29% of the groups are attracted by the entertainment information; 15.94% of the groups acquire the information of the current events; 7% of the groups learn knowledge via WeChat; 5% of the groups understand the business information through WeChat. Thus, WeChat can meet various needs of the individual preferences, but mainly entertainment.
In summary, the basis for the youth group to determine to use WeChat is because of their own needs, and relying on high compatibility of WeChat, flow economy, good experience of voice chat and other functions, so that the users are willing and decide to use WeChat.
Implementation stage
In terms of the duration of using WeChat (see Figure  6 ), 37% of users use it for more than 15 minutes; 22% of users use it for more than 30 minutes; 34% of users use it for 6 to 15 minutes; 29% of users use it for less than five minutes.
There is a majority of people who use it for more than 15 minutes, but the usage duration is basically within 5minutes, or 6 to 15 minutes. WeChat is a main daily communication tool in the surveyed groups, but the emerging communication way of WeChat is still in the growth stage, so the degree of adhesion is to be improved.
Combined with Figures 3 and 4 , in terms of the daily operating frequency of WeChat, it is also quite high. 57% of the groups regularly use it, 22% of the groups use it once or above per day. It indicates that, the frequency of using WeChat by the youth groups is very high within a certain range, but there is a possi- 
Confirmation stage
The results of the questionnaire survey of "I like to use WeChat" to measure the willingness to use are as follows. Figure 7 shows that, 52.94% of the groups prefer to use WeChat, 25% of the groups like to use WeChat very much; 1.47% of the groups do not like to use WeChat at all; 12.25% of the groups do not know. For the existing "dissimilar" opinions in the questionnaire, 15 young men and women are randomly selected to analyze the factors affecting the individuals to use "WeChat" through interviews and communication.
Viewing from the comprehensive analysis, four people are affected other products and abandon the use of WeChat; six people lose their continued attraction for WeChat, with a total of ten people in the groups, accounting for two-thirds of the respondents.
Thus, as emerging communication software, WeChat still has varying degrees of defects at many levels. Meanwhile, it proves that the most important thing for the user groups at the stage of determining continuous use is the innovation of the ability to attract users. After using the innovative products at the initial stage, the users may have a lot of maladjustment. If there are not enough follow-up services and adhesion to absorb, the users will be lost. At the same time, the users will be diverted away from other similar products with competition.
Respondents' overall evaluation on WeChat
The respondents' evaluation on WeChat (see Figure 9) : 48% of the respondents feel that it is "general"; 35% of the respondents feel that it is "relatively satisfactory"; 10% of the respondents feel that it is "unsatisfactory"; 7% of the respondents feel that it is "not satisfactory". Thus, the respondents' satisfaction for WeChat is to be further improved. Therefore, to strengthen the market research and interviews of the users and improve the products specifically is conducive to maintaining the market share and future development. Figure 9 . WeChat evaluation map
CONCLUSION AND SUGGESTIONS
The diffusion of WeChat between users since its birth is in line with the innovation diffusion theory proposed by Rogers. WeChat is first used by a small portion of innovators, so the initial development will be relatively slow. However, with the follow-up of the followers, and increase of the users, it will enter into a golden period of the development, and eventually be accepted by the market and users. Its development process is in line with a curve graph of the innovation diffusion. However, we should also clearly see the key points of the development at each stage and the development trend curve. relations through the address book of people, so that the breadth and depth of interpersonal communication content will be more considerable.
Based on the above conclusions, combined with the using features of the youth groups, there is a need to pay special attention to the network communication of WeChat, such as the increase of publicity, implementation of WeChat platform and so on. Reliable groups of WeChat can be trained by means of interpersonal communication, in order to affect others to use it through the interpersonal communication. More groups are allowed to contact WeChat at the cognitive stage.
Persuasion and decision stage should grasp the interpersonal communication channels
First, the diversification of subscription mode, precision push of information, higher quality of information output, text mode of multimedia features, adequate interaction and feedback reflect the comparative advantages of WeChat;
Second, WeChat can not only meet the needs of a variety of youth groups, but also can be in line with their basic values;
Third, the innovation is inversely proportional to its adoption, so that the simple and straightforward innovation diffusion speed becomes faster; Fourth, the user is free of any losses after using, who promotes the diffusion of WeChat, and effectively eliminates the risk of perception;
Fifth, many youth groups understand more information with breadth and depth through WeChat, and the "innovation results" acquired are obvious. Since the birth of WeChat, no matter via the media report or interpersonal communication, it arouses a wide concern of the society, especially youth groups. Therefore, as the object of innovation, it shall also develop potential users at this stage, and adopt a variety of ways to stimulate the user groups to understand the characteristics of WeChat. The comparative advantage, compatibility, complexity, testability and observability of the diffusion innovation theory of WeChat can be used to drive the interpersonal communication function.
Determination stage should strengthen continuous innovation of WeChat
WeChat has gradually replaced "old" media, such as QQ, micro-blog and so on, and become an important means of communication of a majority of people, especially youth groups. However, new functions of WeChat, such as "Shake It Up Touch", "Floating Bottle", "Auto Racing", "Didi taxi" and so on still could not get rid of being copied by other competitors or replaced by a better procedure, causing the user's beauty fatigue.
According to the statistical results of the interviews with some respondents, 93.51% of the youth groups use WeChat for "voice chat"; 51.52% view people 6 . Thus, the management of WeChat directly affects the quality of the project development. Due to a low threshold of WeChat, negligent management of the content review and other issues, we must have the regulatory responsibility, and truly boycott some topics with negative energy.
Avoidance of homogenization
According to the "media compensation theory", the premise for the users to select a media is to compensate for insufficiency of the former media. If its characteristics are not prominent in the innovation, it will lose advantages in the competition. As "momo", "MiChat" and other software on the market, the functions are very similar to that of WeChat. Currently, WeChat has bigger advantages in the competition, but it shall also continue to be innovated, push out new functions, highlight its characteristics and avoid homogenization, and maintain its advantages.
